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MANY QUESTIONS 


Are naturally asked by advertisers concerning a 
newspaper which they think of using as a medium. 
The leading questions are generally as to the exact 
circulation and the class of it. 
These are not always answered truthfully, but sub- 
terfuge is often resorted to in furnishing bogus proofs. 
One instance was lately given. 


THE SAN FRANCISCO EXAMINER 


furnishes undeniable and irrefutable proofs that it has by 
far the largest circulation on the Pacific Coast. 

Not only in quantity, but in quality, its circulation 
greatly exceeds that of any other newspaper published 
West of Chicago. 


Average Circulation for January, 1893: 














DAILY. WEEKLY. SUNDAY. 
65,800 | 71,200 | 78,710 
E. KATZ, World Building, 


Eastern Manager, 


eeeeee 


OB, O~D,) O~Dy) O~Dy) OB O 























370 PRINTERS’ INK. 


: SS SS SS SSeS SE Se 
Il 
8 3°/ 

O ee” 


i of the papers of the Atlantic 
f Coast Lists are either the only A 
7 papers in their respective towns i 

or are published at County Seats. 


60° f 

_— 

! of the papers of the Atlantic H 
Coast Lists are the only papers 


E published in their respective = 
! towns. "| 

















They reach one-sixth of the Country 
readers of the United States. A 
a One order, one electrotype, does the U 

| business. Catalogue free. 


1400 Local Papers 


















ATLANTIC COAST LISTS, 
134 Leonard St., New York. 




















Vol. VIII. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


NEW YORK, MARCH 15, 1893. 






No. 11. 





HOW SHREWSBURY TOMATO 
KETCHUP IS ADVERTISED. 


By E. C. Hazard. 


The idea of producing what grocers 
would call a ‘* fancy” grade of ket- 
chup made from fresh pulp occurred 
to me nearly fifteen years ago. At 
that time there was no really first-class 
article on the market. Many of the 
brands which were in existence were 
made of the fermented refuse of can- 
ing factories, the skins and cores being 
run through a certain process and 
bottled up. The 


both consumers and dealers, and ad- 
vertising cards placed in the stores of 
the latter. We secured the names and 
addresses of consumers from the gro- 
cers. We soon received the benefit of 
even this modest advertising and de- 

cided to go into publications. 
Newspapers we considered then, as 
we do now, the best possible mediums 
for advertisers who have an article of 
general use to sell, and lots of money 
to advertise with. We did not feel 
like spending much money, not over 
$20,000 annually, and as we counted 
only on first-class 





unfermented goods 
would not stand 
changes of climate 
and temperature, 
and would in time 
become mouldy. 

I started in a 
small way at 
Shrewsbury, N. J., 
in 1880. We did 
not herald the ad- 
vent of the Shrews- 
bury Tomato Ket- 
chup in advance, 
for we were not 
sure we could pro- 
duce as fine an ar- 
ticle as we wanted, 
and if we could we 
were in some doubt 
regarding how the 
public would re- 
ceive it. We soon 








trade, and even 
then were suffering 
from imitators, we 
barred out the dai- 
lies and accepted 
instead the maga- 
zines, in which we 
have been steadily 
ever since, our list 
now numbering 
seventy. In this 
connection I would 
say that we patron- 
ize the local dailies 
extensively in ad- 
vertising our Malt 
Hoptonique. 

Soon after going 
into the magazines 
we placed our ad- 
vertising cards in 
all the horse cars 
of New York and 
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eliminated the for- 
mer doubt, and the 
latter could only be settled by trying 
it on the public—or, in other words, 
by advertising. 

We had an article that was pure, 
that would keep in any climate without 
spoiling or fermenting, but as only 
the well-to-do and refined class of 
people could be expected to buy it we 
felt our way slowly at first. It was in 
1881, about a year after we made our 
first bottle of Shrewsbury, that we 
began to advertise. This we did by 
means of circulars, that were sent to 





E, C. Hazarp, 


Brooklyn, where 
they remained until 
three years ago, when we abandoned 
horse cars for those of the L roads. Be- 
sides the L roads our cards are in the 
suburban steam cars about Chicago 
and coaches in Philadelphia. 

The magazines, cars, some trade 
papers, signs and illustrated pamphlets 
and circulars comprise about all the 
forms of advertising we enter, or 
probably will enter. If Shrewsbury 
Tomato Ketchup was nota ketchup but 
a soap we would be in daily papers; 
but circumstances alter cases, 
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Our magazine advertisements are 
similar to the Shakespearian and other 
quotations that are in the L and other 
cars. These signs have received much 
comment, favorable and otherwise, I 
know, but they make people talk, and 
that is advertising. We are satisfied 
that they are good advertising, for 
every day we receive orders, and let- 
ters asking for information in which 
the writers state they were attracted 
toward Shrewsbury by these signs, and 
in many cases they quote the particu- 
lar one that created their interest. We 
have scant means of tracing returns. 
Hoping to do so, for a period we 
agreed in our magazine advertisements 
to send a sample bottle to all people 
answering who stated the publication. 
Some did and others did not, and after 
a while we concluded that it was next 
to impossible for us to trace returns 
with any degree of accuracy. We 
knew our advertising paid, and were 
satisfied to let it go at that. 

The majority of our sales are con- 
fined to that portion of the country 
east of the Mississippi River. On this 
account we have remained out of many 
publications like the Youth's Companion 
and Ladies’ Home Fournal. Their 
immense circulation is undoubted, but 
they go into so many places where our 
ketchup is nof on sale, that it would be 
unwise for us to pay their rates and 
lose so great a portion of the benefit. 


Our ketchup business has increased has 


steadily since we began to advertise. 
Our first year’s product was 1,000 cases, 
and now we are selling 35,000 cases, 
or 840,000 bottles each year. The 
products of 600 acres of tomato vines 
are required to meet the demand which 
we and advertising have created, and 
in summer we employ 250 people in 
our factory at Shrewsbury. The great 
possibilities of our ketchup were re- 
cently made apparent when a neighbor 
of mine told me that her washerwoman 
made the following remark to her : 

**Yes, mum, I’m strong, but that 
Shrewsbury Tomaterketch-me-up is a 
help. Afther I drink a pint bottle of 
that stuff I kin do a two days’ wash in 
one.” 

We recently received a pleasant 
testimonial. An elderly woman, with 
reticule and umbrella, fresh from an 
up-country farm, entered the store and 
said, in rural accents : 

‘* My husband and the hired man 
like your ketchup better than what I 
make, and I dropped in to ask you for 
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the receipt, so I could make some next 
fall just like it.” 

We could not give her the receipt, but 
she went away happy with the promise 
that a case would be sent up to her 
farm house in Dutchess County. 

A REMARKABLE ACTRESS SAID TO DIS- 
LIKE ADVERTISING. 


From the New York Sun. 


On the subject of interviews with newspa- 
per reporters and of advertising pure and 
imple it is Mme. Duse’s habit to remark: ‘I 
am nota circus, and I do not want to be re- 
garded as one.’’ It would seem that, though 
she is truly not a circus, something like that 
institution has hovered close to her managers, 
She was billed here in the usual way, with 
the regular number of three-sheet posters an- 
nouncing her mere name, the Fifth Avenue 
Theatre as the scene of her performances, and 
the names of the Rosenfelds as her managers, 
Plainer posters have seldom been used. Nev- 
ertheless she had all the posters calledin, She 
would not permit a scrap of paper to be issued 
about her. Next she found fault with the 
appearance of her name in the amusement ad- 
vertisement columns in the newspapers. She 
wanted them taken out. At that her friends 
were obliged to explain to her that some con- 
sideration was due to the theatre in question ; 
that merely because she was playing in it the 
house should not sink into obhivi ion and come 
to be regarded as closed. She would goaway, 
it was explained, but the theatre would re- 
main, and it was not right that it should be 
forgotten by the public, That is why the 
card of that theatre remains in the newspapers. 
She has heard that this distaste for adver- 
tising has won for her the admiration of the 
Hon. Grover Cleveland. ‘*I do not know 
how it is,’’ said a man with good cause to tell 
much that is of interest about her; ‘* I cannot 
tell rightly if she saw Mr, Cleveland, or if she 
a message by him through some other 
entleman, but notwithstanding all this, she 
fous very well that he is much pleased that 
she does not like advertising.” 








THE KIND og DRY GOODS AD THAT 
S NEVER SEEN. 


From Pe Dry Goods Economist, 
A BLACK 
DRESS. 


Every woman owns a black dress— 
at least every woman should own 
one,—and its purchase is often the 
occasion of sundry little excur- 
sions, first to one store, then to 
another, before the precious fabric 
and its varied accessories are 
chosen. 
We invite feminine taste and judg- 
ment to examine our lines of Black 
ey whether a purchase or sim- 
ly a friendly call is the object. 
Fr you want to buy you will find 
not only the fabric for the gown, 
but the necessary adjuncts which 
go to make up an effective whole— 
give pleasure to the wearer, and 
to the seller the satisfaction of 
ete | given to his customer an 
nest article at a proper price, 
SEE Ou WINDOW. 
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ADVERTISING FROM A CIR 
By R. F. Hamilton (‘« Tody ’’). 








Press Agent for the Barnum and Bailey Circus. 


‘*T would like to do a little adver- 
tising with you for the Barnum and 
Bailey Greatest Show on Earth.” 

‘* Twenty-five dollars.” 

‘*T say I would like to do a little 
advertising with you.” 

‘** And I say twenty-five dollars.” 

‘* For what ?” 

‘* For advertising.” 

‘* Well, let me see. I’m not crazy 
just now, and I don’t believe you are, but 
it is evident we don’t understand each 
other.” 

‘* Nothing insane about either of us. 
I simply understand the matter, you 
don’t, that’s all. You want to adver- 
tise; all right. I want twenty-five 
dollars ; all right. Don’t seem to be 
much misunderstanding here, does 
there ?” 

‘*No, not now. How much space 
do I get for the money?” 

‘* Anything you want. I must have 
that twenty-five dollars. I’ve been 
laying low for you for over two weeks. 
I need the money and have got to have 
it. You can have all the available 
space in the paper for all I care, so 
give me your copy, cuts and— the 
check.” 

The foregoing is exactly the conver- 
sation occurring between the proprietor 
of the Weekly Clipper and myself in 
Burlington, Vt., some few years ago. 
He got the money and I got the ad, 
and we had quite a sociable and pleas- 
ant time over the incident later on. 

One might argue from this that 
space in that paper was not very valu- 
able, but it was fairly so. It simply 
was a case of necessity with the editor 
at that time, and there was no imme- 
diate prospect of getting the money 
from any one else but me, and as an 
inducement to pay the much-needed 
sum of twenty-five dollars an unlimited 
amount of space was offered. It is 
needless to say I did not take advan- 
tage of the editor’s necessities, but con- 
fined myself to taking a reasonable and 
just return in the columns of the paper 





for the amount mentioned, and as 
generosity begets generosity, especially 
with newspaper people, my modest re- 
quest for advertising space was subse- 
quently rewarded by his voluntary 
donating several ‘‘ editorials,” calling 
attention to the manifold attractions 
of the show, and never once failing to 
allude to ‘‘the gentlemanly agent.” 
Incidents of that character, however, 
are comparatively few. Generally ne- 
gotiations are conducted on hard, busi- 
ness lines, and often after a long time is 
spent in wasted arguments and discus- 
sions, with ‘‘treating” and _ being 
treated in return, everything is de- 
clared off. 

One person can advertise an article, 
an attraction or a business better than 
two persons. At first this may not 
appear a truth, but it will be found a 
conspicuous fact in practice, for it is 
far easier to conceive a thought and ex- 
ecute it alone than to impart it and the 
method of carrying it out to another, 
and thus the one thinking out the idea 
is best qualified to give it expression, 
It is only in the mode of expression 
where the difficulty is met. How to 
best impress the public: to catch the 
eye and through the eye the brain, ahd 
set in motion the machinery of the 
mind, so that it will include the thing 
you are interested in exploiting, no 
matter whether it be pins, shoe laces, a 
house and lot or ashow. This done 
and you have mastered the art of ad- 
vertising, I don’t care what the means 
may be. I remember a dozen years or 
so ago the old Daily Graphic anchored 
a big balloon in Brooklyn, and sus- 
pended from it was the name of the 
paper in large, heavy block letters, that 
with some difficulty could be read 
nearly a mile away in daylight. If 
that idea was carried out now it would 
be lighted electrically at night. Now, 
at that time, that idea was considered 
a capital one, for it created an inquiry 
among the people of both cities as to 
the cause of the balloon being placed 
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there, resulting in the name of the 
paper being mentioned ; but there are 
better methods to-day, if not quite so 
novel. A rather expensive idea oc- 
curred to me one day in the way of 
advertising. Of course, like all adver- 
tising schemes it was purely experi- 
mental and doubtful as to profitable 
results. It was to engage an entire 
page in all the daily papers and have 
them appear perfectly blank, pure 
white, devoid of a single line or letter 
of any kind whatever. I imagined the 
readers would ask themselves first and 
others afterwards, ‘‘ What’s the mat- 
ter with the papers this morning?” 
‘* There’s one whole page blank.” 
When I mentioned the idea to Mr. J. A. 
Bailey, whom I look upon as a king in 
such matters, he very promptly vetoed 
it, by remarking, ‘‘ How the deuce are 
you going to let the people know they 
are your pages?” ‘‘ By telling them 
in the next issue,” I replied. ‘* Pshaw!” 


he said. ‘‘ Try again. You can do 
better. Think of another plan where 


it will not cost you $6,000 to tell the 
people what you spent $10,000 for.” 
Struck with the force of the remark, I 
abandoned the idea, and it was a good 
lesson to me, too, for I have never 
been guilty of anything of that sort, 
using only such methods as told the 
story on its face first, last and all the 
time; and Iam of the opinion that 
any expense incurred in advertising is 
justified when the fact is made appa- 
rent, provided always you have an 
article of sterling merit. 

Representing a concern that has 
been built up entriely by printers’ 
ink, I may be acquitted of any charge 
of-egotism, if I say that almost every 
known line of advertising has been 
exhausted in efforts to bring its at- 
tractions prominently before the peo- 
ple, in such a manner, too, as would 
prove lasting. A notable example of 
this is seen in the big elephant Jumbo. 
Very few, to-day, but who have heard 
or read of that king of beasts. But 
different features have necessarily to 
be treated in different ways, and by 
different methods, to produce the same 
results. There is no hypnotism in 
advertising ; it is an art, pure and sim- 
ple; not, however, within the reach of 
all, any more than painting, and it 
may be said of advertising agents, as 
of poets, ‘‘ they are born, not made,” 
and must have the rare gift of tact, as 
well as ability and ingenuity. The 
tact I displayed with the Vermont edi- 
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tor brought me four times as much ad- 
vertising as I paid for, which was an 
excellent thing from my standpoint. 
Ability, however, in advertising is 
quite another matter. For instance, 
there are some parts of this country 
inhabited by a people it is almost im- 
possible to make enthuse on any sub- 
ject, and there are others, again, of an 
opposite disposition and temperament, 
the latter having light, mercurial and 
humorous propensities. The same 
style of advertising would not be 
**good politics” with both. What 
would be good methods with one, 
would be barren of results with the 
other. How few there are who really 
understand this. A general advertise- 
ment, placed indiscriminately in the 
publications of the country, will not, 
in ali cases, answer its purpose. Spe- 
cial ‘‘ads” should be written and ar- 
ranged for different localities, and the 
conditions of those localities should be 
known, to render the advertisement 
serviceable. You wouldn't advertise 
cheap furs in the Quebec papers, nor 
blankets in those of New Orleans. It 
is, probably, owing to this knowledge 
on their part that the heaviest and 
largest advertisers use a variety of 
styles. In my own line of advertising 
I have quite an assortment, using no 
less than eighty different styles of 
newspaper ‘‘ ads,” adapted to all parts 
of the country visited by the Barnum 
and Bailey show, and as for the pictorial 
advertising, a blind man is attracted by 
it, for he can feel its influence with his 
mind. At least, I think so. That 
it is effectual is known by the receipts 
at the doors of the show, and the ever 
increasing private bank account of its 
equal owners, and, may I add, its 
agent. 
ooo 

THE first great impetus to newspa- 
per advertising is said to have been 
given during the early part of the 
eighteenth century, when the South 
Sea gambling mania, through the pub- 
lic broad-sheets or weekly journals, 
gave birth to the most extraordinary 
and unparalleled notices that have ever 
appeared.—C. £. Clark, 





PETER THE GREAT was something 
of a newspaper man. The first Rus- 
sian journal was established during his 
reign, and he not only took a direct 
interest in its editorial composition, 
but was also accustomed to correct its 
proof, 




















FREQUENT CHANGES. 


A contributor to a recent issue of 
PRINTERS’ INK, writing from the 
standpoint of the printing office fore. 
man, complained of the tendency of 
modern advertisers toward long and 
complicated series of advertisements. 
Frequent changes, special position and 
a large quantity of electrotypes to be 
handled, kept track of and inserted on 
specified dates, are conditions sure to 
cause errors in any office not run ona 
system absolutely infallible. One of 
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HANG THIS ON A PEG. 


(@ SEE NEXT PAGE.) 


COPY-BOOK 
INo. 16 


DISPLAY 











the most conspicuous offenders in this 
respect (if, indeed, offense it be) is Dr. 
Pierce, of Buffalo. His latest collec- 
tion of electros comprises fifty-two dif- 
ferent specimens. They form quite a 
little book, as our picture shows. On 
the first page inside the cover is this 
caution, which may well carry terror 
to the heart of the country foreman 
whose many other duties will prevent 
his devoting his entire attention for 
the coming year to the interesting ads 
of Dr. Pierce : 


Preserve This for Your Guidance. 


TO THE FOREMAN : 

Publish these 
advertisements IN THE ORDER AS NUM- 
BERED, one or more times each, in accord- 
ance with specifications in contract, made with 
the undersigned, to which please refer. 
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They must IN POSITION CON- 
TRACTED R, each time ND IN 


THEIR ORDER’ AS NUMBERED, or 
credit will not be given, 
WORLD'S DISPENSARY MEDICAL ASSO0C’N, 
BUFFALO, N, Y¥. 
It will be noticed that this copy book 
is numbered ‘‘ 16.” If any newspaper 
office still possesses electrotypes for 
the entire series of books they must 
make a very formidable monument. 
The advertisements in ‘‘ copy book 
No. 16,” as compared with those of 
former years, might be described by 
the graphic phrase ‘* similar but differ- 
ent.” They are understood to be the 
work of V. Mott Pierce, the son of 
Dr. Pierce, and are considered better 
than any of the former announcements 
of this well-known advertiser. One of 
the series, illustrating the new style, 
is shown herewith. Their author, in 
writing to PRINTERS’ INK about them, 
modestly says that they were ‘‘ gotten 


51 


A GENTLE. CORRECTIVE 
is what you need when your 
liver becomes inactive. It's 
what you get when you take 
Dr. Pierce's Pellets;}they're’ 
frea from violence and 
the griping that come with 
the ordinary pill. .All medi- 
cal authorities that in 
regulati wels mild 
‘methods are preferable, For 
every trouble of the liver, 
sto h and: bow these 



















mac 
tiny, s -coated pills are 
most effective. y go 


about their work in an easy 
and natural way, and their 
good lasts—they strengthen 
and tone up the lining mem- 
— 4 AT 2 
wels, the prom 

digestion. Sick and Bilious 
Headache, Constipation; 
Sour Stomach, ion, 
Bilious Attacks, 

are prevented, relieved, 
permanently cured. They're 
the cheapest pill you can 
buy for they’re guaranteed 
to give satisfaction or your 
money is returned. 















up by an amateur, and not by the 
expert who generally does our work.” 
—__+o-—___“__— 


‘*You’ve done a nice thing,” said 
the editor of the Republican Kazoo to his 
foreman, 

* Done what ?” 

“You’ve put my article on ‘Why Wana- 
maker Was Appointed’in the puzzle col- 
umn.” —Puck, 

Author—Well, what do you think of 
my new drama? 

Friendly Critic—Splendid! The villain in 
particular is admirably portrayed. The very 
words he utters are stolen.——Li/. 
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ADVERTISING A TYPEWRITER. 
By Ff. Walter Earle. 


London Manager Remington Typewriter. 


The question has been put to me, 
whether advertising conditions and 
methods are not widely different in 
England and America. When I came 
to London three years ago, after hav- 
ing had to do with advertising the 
Remington in various districts in Amer- 
ica for some ten years of a total expe- 
rience in the writing-machine trade, 
which now dates back some fifteen 
years in all, I am bound to say that I 
did not find the conditions differ so 
so much as I had been led to expect. 
A difference in the methods necessary 
to beemployed certainly did occur. In 
America, when I left, we had made 
our business, and it was an established 
fact, whereas here we had got to make 
people believe, first of all, that a type- 
writer is worth having. The business 
of selling ¢he particular machine nec- 
essarily followed. This meant a good 
deal of advertising. The business here 
last year was four times what it was 
four years ago, though the prejudice 
against typewriters — and there was 
once a prejudice—had already been in 
part removed. Extensive newspaper 
advertising and advertising of other 
kinds did away with it altogether, and 
the more advertising we do the more I 
believe in advertising. 

Advertising a hundred dollar type- 
writer is not like advertising a sixpenny 
cocoa or a twenty-five-cents-a-box pill. 
The busy part of the community has 
to be caught, and at the same time as 
the commercial, the intellectual and 
literary part of the public has to be 
looked to, I think that two expressions 
that have been pretty constantly em- 
ployed have both done us good : 


To save time is to lengthen life. 


And 

You cannot afford to do your writing in the 
old way. 

The adoption of the Remington by 
the Government departments, carrying 
with it the right to the use of the royal 
arms (which is restricted here) is a good 
card also; the public look upon the 
Government as the typical conservative 
institution, and its indorsement goes a 
long way in overcoming the conserva- 
tism of the average business man, In 
the literary department, on the other 
hand, we have been very fortunate in 
our friends ; have had good help from 
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the recommendations of T. P. O’Con- 
nor, M. P.; Justin McCarthy, M. P. ; 
Dr. Brudenell Carter ; ‘‘ Bret Harte ;” 
‘** Luke Sharp,” and ‘‘ Edna Lyall.” 
Henry M. Stanley is a Remingtonian 
also, and so are several big advertisers 
on this side, such as, for example, 
Oetzman’s, the furniture people ; the 
proprietors of Bell’s Asbestos, Carter’s 
Seeds, Carter’s Pills (a different Car- 
ter), Price's Candles, Aspinwall's 
Enamel, Fassett & Johnson, represen- 
tatives of Sapolio, and Burroughs, 
Wellcome and Co., not to mention 
newspapers like Pearson's Weekly, 
Tid-Bits and others. We should not 
be decently civil not to acknowledge 
cheerfully that our advertising is sup- 
plemented and assisted by the personal 
friendliness of many of our patrons. 

This is a very good country to ad- 
vertise in, and the time to advertise in 
it is all the time. Some of the facil- 
ities that the untraveled American 
thinks he can count upon are missing. 
If newspapers here—I am not com- 
plaining on my own account, for we 
have been treated, all things consid- 
ered, with a good deal of courtesy— 
were willing to do in the way of free 
advertising for a straight man doing a 
straight business about a quarter of 
what they will for a fourth-rate poli- 
tician or a new prize-fighter, it would 
be better. But then the man who ad- 
vertises isn’t a slugger or a ballet- 
dancer ; he is only a financial contrib- 
utor to the support of newspapers, and 
that, it seems, makes all the difference. 

As to methods outside of newspa- 
pers, we have used posters, wall signs, 
one or two little novelties like biotters, 
a pocket mirror, and the like, and also 
lectures, exhibitions of speedy and good 
execution, and speed contests, and they 
have all paid us. And putting aside 
newspaper advertising, which is always 
good, I am convinced that nothing 
makes so many sales as some device 
that enables one to show the machine 
itself and what it will do. This is not 
said by way of a puff for the Reming- 
ton. Of course, I believe in it. If I 
didn’t, how could I sell it or advertise 
it to any advantage? I don’t believe 
in ‘‘running down” other people's 
wares, either, It is quite enough for 
me to believe my own are the best. 





WE find profit in a little free and 
friendly talk occasionally—wholly out 
of the line of cold, raw business,— 
M, M, Gillam, 














BICKERING IN PRINT. 
Lorp & Tuomas, 
NewsPAPER ADVERTISING, 
Cuicaco, March 1, 1893. 


Editor of Printers’ Ink: 


An advertiser who, for the first time, enters 
the field of competition, has any number of 
pitfalls to avoid. 

He can’t expect to be al!-wise at the begin- 
ning, and if he’s sensible he’s willing to keep 
clear of the pitfalls by following in the foot- 
steps of the most successful ones who have 
gone before. 

A frequent error on the part of advertising 
beginners is the tendency to word-battling 
with their rivals. 

Here comes John, who says in scare-head 
accents that James has imitated his firm name 
and he’s going to have him enjoined. Then 
James says that John has infringed on his 
patents and he’s going to have him arrested, 
and warns everybody that he will sue them for 
purchasing an infringement if they dare buy 
their chicken-feeder of John, And so the 
farce goes On. 

The reader is disgusted and feels like tell- 
ing them to “go recite their troubles to a 
policeman,”’ and give the public a rest. 

Advertisements should bright, clear and 
attractive, and should “‘ leavea pleasant taste 
in the mouth” after they are read. 

Advertising is only a way of making busi- 
ness friends, after all, and the crabbed, fault- 
finding ad falls far short of its mission, 

D. H. Moorg, Jr. 





or 
A BARE LIVING ONLY. 


Editor of Printers’ Ink: 

In the line of special inducements for dying 
how is the attached, which is from the Topeka 
(Kan.) State Journa/ of January 14? 

Respectfully yours, G. In. Waucn. 

CLOSING OUT, 
To quit business, I have fully made up my 
mind to engage in other business, after hav- 
ing tried in vain to sell to or buy out some of 
my competitors, as I fully realize there is only 
a bare living in it here. I will sell my entire 
stock of coffins, caskets, robes, etc., at actual 
cost, and will make no charges for personal 
services, care of body or embalming, and will 
furnish my hearse free. I take this method 
in order to dispose of all my stock before May 
1st, 1893. J. F. Barkley, 816 Kansas avenue. 


> 


NEEDS A WET NURSE. 








, Fiorina, Feb. 15, 1893. 
Editor of Printers’ Ink: 


Please do mot forward any posTALs that 
come in answer to my ad in want column, I 
will rather send postage for them. Or could 
you merely send the addresses of the writers? 

I have had Printers’ INK one year (1890) ; 
have them all yet, and I notice that in com- 
mendation of your valuable services some 
patrons take occasion to thank you for advice 
cheerfully given on matters concerning ad- 
vertising, and I would, therefore, ask if you 
would be kind enough to give me some help 
to get the desired capital—how to plan so as 
not to miss an opportunity. I would be very 


much obliged if you would write a letter form 
that I could use in answering the prospective 
investors. Also what would be necessary as 
to references and contract between myself and 
the lenders? Would it be better inducement 
to give a smaller air plant to sell for roc. in- 
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stead of 15c? Then it would take 10,000 
orders to just pay for the all-round propor- 
tions of cost of package, cost of advertising 
and our profits, instead of 6,666 orders when 
at I5c. Very respectfully, 








MONEY IN JOKES. 
From the Detroit Free Press, 


““You can’t most always tell about these 
young men who do newspaper work,” re- 
marked a New York editor to a party of jour- 
nalists. ‘1 had heard that they hadn’t very 
good business ideas, however bright they 
might be in other respects, and I was a little 
careless, perhaps, 

** Anyway, once when I wanted the services 
of one to tone up my paper, I called for speci- 
men stuff, and from one chap in a nearb 
country town I received such excellent wor 
that I invited him to come in and see me. He 
came, and I found him an ideal humorist and 
as guileless as he was ideal. 

“*I wanted a column a week, and he agreed 
to furnish it at $25 a column, with $5 off for 
each joke that was not copied by some of my 
illustrious and esteemed contemporaries, or he 
would do it for $15 straight. 

‘*I snapped up the $25 proposition—for I 
was sure that out of a dozen or fifteen jokes 
and verses and gags a week certainly not 
more than half could be — enough to 
catch on all around. He had an idea that he 
was a great humorist, and I had an idea for 
business, and also to teach him that humility 
which doth so become a journalist. 

**I signed a contract for a year on these 

terms and went to work. ‘The first week he 
sent in ten squibs of various lengths and the 
were good, but I calculated not more than half 
would go the rounds, and I would be even. 
, Within a week thereafter I received the Po- 
dunk Banner, or some such paper, with the 
entire column copied, and, of course, I 
whacked up the $25. 

**The next week the Banner copied the 
whole lot again, and I put up my $25 as be- 
fore. Well, to make a long story short, that 
Podunk Banner, week after week, copied 
every squib, and at last I wrote to the Banner 
to find out who its editor was, when, lo and 
behold ! he was the father-in-law of my hu- 
morist, and that guileless funny man was hav- 
ing fun with me in a way I despise. 

‘It was too late, however, to kick, and as 
he wrote good stuff, I hadn't any occasion to, 
only I did swear at myself every now and then 
for not having accepted his proposition of $15 
a week, and left it to somebody else to teach 
humility to a great American humorist.” 








Classified Advertisements. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. 
Must be handed in one week in advance. 


WANTS. 
APITAL wanted to \~— a German Medicinal 
Tea. “TEA,” care ters’ Ink. 


TRST-CLASS PROOF-READER wants position. 
Address “ H.,” care Printers’ Ink. 


O you want to enclose ad matter (West) in 
D elenpiest B. SEEBACH, Pern, Ill. _~ - 
DS for NEW ENGLAND POULTRY, at_ 5c. 
per line. R. 8S, SIDELINGER, Gorham, N.H. 
NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 
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PV ANTED—Btoc k plates, cf cheap ; bali Gone ee 
ferred. bey ‘addressing EL cR- 
ICANO, Produce Exchange, New York. 


7 ANTED — Advertising a agent for monthly 
trade journal in New York. Exclasive 
privilege a W. P. ADAMS, 29 Broadway. 


V 7 ANTED—An experienced eGverticing 6 


who understands advertising and ~ 
amg medicines. Address x 365, Pitt. 
urgh, F 
Py Arab _Convassers to obtain subesriptions 
and advertisements for a new mont 
magazine. Address THE PiLOT AND FRIEN 
Montesano, Wash. 
Dare EVERY WRITING IN LARGE 


Profitable, superior method ex- 
lained free. THE EXPRESS DUPLICATOR, 7 
Bey St., New York. 


Wren tra wants gg as editor’s assistant 
on Se Good pro ho gay in “write 
roof-read 


er. Address “ Miss 
* care Printers Ink. 


ws NTED—Capital to adve to advertise extensively an 

article of merit for drug and grocery 
trade. Sells well. Le ry | ones ished. Address 
517 aes St.. Cleveland, ¢ 


A™ KNOWN a familiar with com- 
pain and railway work, desiresa literary 
relation bi a first-class concern or enterprise. 
Address “ WRITER,” care Pr care Printers’ Ink. 


V ANTED—Orders—We set set type, furnish paper 

rint ; ear Sem a miscellany 
for = ng; odern pre: ; lowest prices. 
UNION P’T’ ‘ co, 15 Vandewater St., New York. 


Ww4 NTED—To correspond with advertising 

syndicates that bu: ef and sell unique adver- 

Slelaar eae matter, historical data, poetic vertise- 

— &c. Address “ WRITER,” Box 198, Dallas, 
'exas. 


\ TJ ANTED — Canvassers to obtain advertise- 

ments and subsc a ae for ea the 
popular illustrated famil Li 
commission. Address AM RICAN PRESS CO, 
Baltimore, Md. 


we. ~festner with $1, rm pages to to en- 

large a per. n pa- 
Pra in the Territory. tablished in 1889. Good 
a Ga EF eed Address Box 132%, Salt 


FOREN for job office doing hustling busi- 

large railroad and other contracts; 
y= A have, Pamir ability — fy Seatemies 
ends and sa. guaran ro} ve 
printer. Box 318, ; Savannah, Ga. a 


wat ADVERTISEMENTS in Printers’ INK 
under this head, four lines (twenty-five 
words) or less, will inserted one time for one 
dollar. For additional apene or continued in- 
sertions, the rate is %5-cents a cents a line each issue. 


N advertising canvasser invasser in one of the smaller 
cities can hear of a good chance in New 
York on an established commercial paper. Com- 
mission rl and fe thoroughly nat 


Room 14, 19 Park 
Place, New York. 


A GENTS wanted to 1 to handle P. Kendrick’s 
/\ Great Pile Exterminator, an entirely new 
discovery for the cure of Bleeding, Lump and 
Hohing iles. Cure guaranteed. Testimonial 

mphiet sent on application. Sole, proprietor, 
p KENDRICK, Trenton, N. J. 


ARE 3 MANAGER for Chicago and 


West on 
tion. Must be hustler, capable — and 
patie others at work. Should clear $100 a 
eek. Address, with references and experience, 
bs SPOT CASH,” care Printers’ Ink. 


A DRUGGIST of 27 years’ practice, sound as 
to ae and habits, contemplates leav- 
pe be retail business, and wants a position as 
vertising manager from October 1 to June 1 
— , at a rate of about $1,800 or $2,000. Ad- 
dress “SQILLS,” care Printers’ Ink. 


Ww+ NTED—Experienced_ office correspondent, 
capable of writing adve rtisements and cir- 
culars tor jobbing house. Must have knowledge 
of hardware or paint business. Good opening 
for young, wide-awake, industrious man. Also 

want a stock-keeper. Address THE VAN 
CLEVE LASS CO., Cleveland, Ohio, 
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ral eye and a) 


| Peo RHUMATIQUE is sure cure for rheu- 
mations MAS want RAtORY: 3 everywhere. Write 

to LA VILLE Springfield, O. 
DYERTISEN, oowel as boys, like to read 
Miller’s Bear Stories in OUR 
yourH | Lee i illustrated ; only 25 cents a 


a line. with co) copy. 

nt Bon YO YOUTH op only saveniic > in en 
est. Circulates Cg Ages Address 
THE CLEMENS 8S PUB. CO., Box 2329, San Fran- 


cisco, Cal 


} somes “WANTED—As advertising 
peneae er cae, or Lay by 

rishman, at it manager in London 
. Se and edvectising firm. Eight years’ 
experience in all departments of pu blishing, 
——s advertising (writing and d 
ing). lent references. Graduate of Dubli 
Uae Moderate to commence. 

dress “ MANAGER,” care of Harrison 

% ‘Son’ ‘8 Sevesticing Offices, 12 Paternoster Row, 
London, England 


YP ANTED—100, ,000 circulars to mail in sealed 

envelopes to agents or any trade = U.S.A. 
( ot by oar ove ads), for $1.00 per M, 8x12; an 
50 per M. Cash with order. ’ This 

includes a a 3 nch ad, 2% mee, 200 See pS 3 months 

ree in our pa circulation, 

ere. oe author rized siente ( n Soe.) P. Rowell & 
eA & Co., Chi- 

a pepe, on file. Address 

oy I 8 ADVG. BUR U & Pubs. of AGENTS’ 
IEND, Asiatic Bldg., Salem, Essex Co., Mass. 











ILLUSTRATORS AND ILLUSTRATIONS. 
Twenty-five cents a line 


ARDSONE ILLUSTRATIONS for papers. Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J. 


6é M* IDEA OF IT ”—The object of advertis- 
ing is to sell goods. That is what I keep 
alwaysin mind. I try to write ads that catch the 
1) to the reason. Convincing ads. 
Ads that sell goods. I don’t always succeed. I 
only do the best I can, and if that is not good I 
return the money. (I ‘ask for pay in advance for 
small amounts—no time to keep books). As a 
matter of fact, out of about 2,000 ads written on 
these terms I have . 
write a sample series of four ads (not over 4 
inches nd geo ocunn) for $2, or 10 for $5.00, 
“ The Proce of the pudding is in the eating.” 
CHARLES A. BATES, Indianapolis, Ind. 








ADVERTISING AGENCIES. 


Twenty-five cents a line. 


¥ rH = to advertise anything wer 
me, write to the GEO. P. 
ADVERTISING CO., 10 Spruce 8t., New York. 
aia 


BILL POSTING & DISTRIBUTING. 
Twenty-five cents a line. 


A DVERTISING matter distributed and mailed. 
‘\ STANDARD ADVERTISING BUREAU, Box 
66, Cleveland, O. 


roe the purpose of inviting announcements of 
he addresses of local bill posters and distrib- 
ni 


twice under this heading for one dollar, or 
three months for $6.50, or $26a year. Cash with 
the order. More space 25 cents a line each issue. 





ADVERTISING NOVELTIES. 
Twenty-five cents a line. 


VW ORLD’S FAIR SOUVENIR, sample 10 cts. to 
publishers. ELM NOVELTY CO., New 
Haven, Conn. 


YRAYON PORTRAITS for advertising and 
premium purposes. Sample re Send = 

os rticulars. W AYER, 325 
born St., Chicago, Tl. 


LOCKS for advertising purposes, by the hun- 
C dred or thousand ; Dapercechant clocks with 
advertisement on dial. Address SETH THOMAS 
CLOCK CO., 49 Maiden Lane, New York, 
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Deda shies 

















HOTO SMOKE CIGAR CAMERA. | the most 
P unique novelty of the a picture 
—_ —F ig smoke a —y e stain for 

terms and sample. its wi 
PARISLAN ROVELTY 00. M0 Co it St} NY. 
Fo of re orebing Novelties, Likely. to ‘oe beneat %, 
reader as well as advertiser, 4 oe, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order. More “ed con- 
tinued insertions 25 cents a line each 


ea, illustratec, six. ve eave. 
; contains handsomel engraved 
portraits of 0 


—. a President ana Cabi- 
1893, rtised 
tisements a red 


spaces | — 
Sow apat Trs,one ina wn, 
y J. 8. HAMBAUGH, Sp. 
for proof and price. 


eld, Ill. Write him 


SUPPLIES. 
Twenty-five cents a line. 


yax BIBBER’S 
Printers’ Rollers. 
LL" INKS are the best. New York. 


66 PEERLESS ” CARBON BLACK. 
For fine a etn tak eet, 


r — PAPER is printed with ink manufac 

, § ee WILSON | PRINTING INK 
co." Led, I Spruce St., New York. Special prices 
to cash buyers. 


APER DEALERS—M. Plummer & Co., 
a St., N. Y., sell every kind of paper 
used by printe rs and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


+> 


PREMIUMS. 
Twenty-five cents a line, 


OW to fo premere sc a Civil Service wo 
50 HUR HINDS & ¢€ 4 Cooper 
Institute, how York City. Mention Printers’ Ink. 


——— 
ADDRESSES AND ADDRESSING. 
Twenty-five cents a line. 


De you want to reach Dressmakers and Mil- 
liners? We have a new list Other lists 
also. CRANE, ALLING & CO., 19 West 13th St., 
New York. 


HS much for 5,000 names and addresses of 

Baltimore’s monied men and women ! Com- 

pet from tax-books for = ddress “ E. M.,” 
21 Calvert St. , Baltimore, M 


JERSONS beter have facilities for bri 
ve PB consumers a contact ome 
ne 4 lines, 25 words or less, ‘unaer this head onne 
for one dollar. with order, More or 
continued insertions 25 cents a line each e. 





ing ad- 
——_ 








MISCELLANEOUS. 
Twenty-five cents a line. 


5 A BIBBER’S 
ters’ Rollers. 


ps INKS are the best. New York. 


IPANS TABULES assist 
sour stomach ; cure liver troubles. 


JAPER DEALERS —M. Pi M. Plummer & Co., 161 

William St., N. Y., sell every kind of paper 

used by — + and Publishers i oe lowest prices. 
Full line quality of Printers’ Ink. 


‘TIPS to advertisers on —— and 
result tables and circulation questions. See 
’ G blished monthly, mailed 

Row Mark 


Aig one me your i com cents. STANLEY DAY, 
HE new “ “ HANDY YY BINDER” for PRINTERS’ 
INK is on otmivabio te device for ne rand ts - 
copies an 
1 < ion RY We will send it, 
of the “ Bin er. a 
INK, 10 Spruce St., N. Y. 


on ; sweeten a 


paid, on receipt of 60c., the cost 
dress PRINTERS’ 


PRINTERS’ INK, 


va} APPLIANCES. 


Liberty St., New Yo 





FOR SALE, 
Twenty-five cents a line, 


AZETTE ADVER’T RECORD—For 1. 
Testimonials. GAZETTE, Bedfo' re * 


JOB OFFICE 3 presses, 200 fonts. Established 7 
years; $1,100cash. * BONANZA, » Printers’ Ink. 


li omy t ILLUSTRATIONS tore ee. Cat- 

e, 25c. U8. CO., k, N. J. 
ty ~ PRINTs-specimen book pee prastions 
ack Ree sent to any address tor 25c. 


311 Broadway, Oklahoma cue, 
nGMAP--Washinaton Tos local r, ten miles 
"A from large city on Puget Sound » for, sale ; 


trrvE Printers‘ink. 


OR +. tory Ba oy of the American Newspa- 

pe SS ‘or 1892. Price five dollars. 
Sent carri tage al Address GEO. P. RO 

& CO., Publishers, vo yf —— St., New York. 


OR SALE—A weekly newspaper in growii 
0. omy | ress and well- 


ped news and job offices ; good b 
a yt th de partments Promistng field for 
dail: Address & IDAHO,” care rs’ Ink, 
JEW SPRING LISTS of active nts and can- 
vassers now ready; yo Spee. Se M. ver State and 
=e. Ans yp no ‘ave 30,000 


WES, tates. The lot tor $35. STEPHEN 
Woodford ford City, Vt. 


- SALE—REPUBLICAN Hamilto uot 
= om. 3. rable leanien Good cir- 
Cs 1 o state tine ° vanes dee = 
‘0! ‘0! niversity, wal e 
tage, m Theo.Seminary. F. B. GARRETT, 
Syracuse, ¥. 
Potze DRUM CYLINDER press, 3444x5244 be- 
rder. ‘as over- 


00 
b. cars here. 4 splendid bargain for 


rha no’ 
veeietion” Aa Address PEERLESS PRINTING & 
MANUF’G CO., Chillicothe, Ohio. 


oo —____ 


ADVERTISING MEDIA, 


Twenty-five cents a line. 


* 50 For 5 lines 26 days ; 6 days, 50 cts, EN- 
$ TERPRISE, Brockton, Mass. Circ. 7,000 


TRY KATES CATALOGUE, Greenville, Ohio. 
Mailed to women. 2c, buys oneinch, Test it. 
sr eve’ 


A pga ed —— Recah 
It-edged investmen y 
NEW HAVEN NEWS 
reach the copie the eee (OHIO 
W SOLES ERITONG. Datt tablished Nees) 


weekly, 1879. ly at rs 
county. Send for rates and ates and sample copy. 
COLUMBos, Central, Southern, and Southeast- 
/ ern oe offer a rich field for ayo tee, 
STATE JOURNAL— 


sent ay 17,000 Week! 23,000—cov ot 
un lay an as y, 
All leading ad se it. 


~<a ADVERTISEMENTS tn PRINTERS’ 





Novelties, Addresses and Addressing, 
rs and Illustrations and A tisemen 

Constructors, 4 lines (25 words or less) will be in- 

se! once or 4 lines (12 words - less) twice 

for ane no ead if accom) 

Additional space or insertions Charged % cents 

a line issue. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price: 
Two Dollars a year, Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, MARCH 15, 1893. 





A GENTLEMAN who represents a list 
of leading religious papers has, for 
many years, kept a carefui record of 
the amount of advertising business re- 
ceived. He reports that the present 
season has been the dullest he has ever 
known, with the exception of the spring 
of 1889. 

THE question of trade-marks is an 
important one, and a striking trade- 
mark forms a good card for any firm. 
Wm. Underwood & Co., the Maine 
provision manufacturers, use the devil 
as their trade-mark, and claim to be the 
only house in the United States that 
has aright to use his Satanic Majesty 
for business purposes. Underwood & 
Co. have tested this prerogative in the 
courts and the latter have upheld them. 


MANY advertisers whose wares are 
winter ones, are commencing to adver- 
tise during the summer. Their unani- 
mous verdict is that summer discon- 
tinuance of advertising is a mistake 
and that ads do better and more effect- 
ive work during what is known as the 
vacation season. The reason of this is 
that people have more time to read 
papers and magazines leisurely, besides 
which there are fewer ads running in 
the various mediums at this season. 





THE employment bureaus and help 
agencies of the large cities advertise 
quite extensively in the dailies, and 
have to pay unusually heavy rates. 
Thus, where the ordinary classified ads 
cost 25 cents per line in the New York 
papers, the employment bureau people 
have to pay a dollar a line for ads in 
the same column. The papers charge 


these high rates in order to keep these 
people out as much as possible, for 
they are thought to interfere with the 
want ads, and these ‘‘adlets” form an 
important part of the average newspa- 
per’s revenue. 
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Any person interested in seeing an 
example of a good circular, one calcu- 
lated to produce results in actual busi- 
ness, is recommended to apply to 
Francis H. Leggett, of West Broadway 
and Franklin street, New York, fora 
copy of their latest edition dealing with 
salt fish specialties. 





THE publishers of Comfort write us 
that through a typographical error in 
their office their circulation was stated 
at 12,000,000, instead of 1,200,000, in 
their advertisement in PRINTERS’ INK 
of March 1. While Com/for?’s circu- 
lation is over 12,000,000 annually, the 
Garrett & Morse concern only claim 
and prove 1,200,000 every issue. There 
are not a few papers of considerable 
reputation that would have good reason 
to rejoice if they circulated as many 
copies in the course of a year as Com- 
fort does of one issue. 


AN item has been going the rounds 
of the press that the Royal Baking 
Powder Co. has bought up the busi- 
ness of the Price Baking Powder Co. 
A reporter for PRINTERS’ INK called 
on Mr. J. C. Hoagland, the president 
of the Royal Co., at its headquarters, 
106 Wall street, N. Y. Mr. Hoag- 
land said, in ahswer to a query as to 
the truth of the rumor: ‘‘ We have not 
purchased the Price business, though 
Dr. Price himself has sold out. We 
have been approached on the subject 
several times. We have not bought 
yet, but I won’t say that we will not 
do so.” 





EVERY newspaper man knows that 
it is possible to spoil a good article by 
too careful editing or pruning. In 
Madrid is a successful newspaper the 
special feature of which is that it has 
no editor. A dozen wide-awake re- 
porters scour the town for every kind 
of information and drop their manu- 
scripts in a bag, where they stay until 
the foreman wants copy. He sets up 
the matter at random, and everything is 
thrown into the forms without regard 
to order or anything else. Yet the 
paper is read from end to end, in spite 
of this fact. By this system the 
writer’s individuality is preserved, and 
that is one of the most potent factors 
in holding the interest of readers. A 
paper conducted on this principle 
would not be so successful in this 
country—that is, not while the space 
system of payment prevailed. 


























APPRECIATES PRINTERS’ INK. 


Tue Recorp Pustisuinc Co., fo 
m. M. SINGERLY, President. 
Puicavevpuia, March 8, 1893. f 


Pub. of Printers’ Ink: 

We have sent you under separate cover a 
few marked copies of our issues of this date, 
We have reproduced in part the article of Dr. 
John H. Wocdbury in Printers’ Inx of the 
1st inst, 

We also enclose you herewith a circular 
letter, being the same editorial which we 
have forwarded to allof Philadelphia’s gen- 
eral advertisers. 

As we appreciate the value of Printers’ 
Ink as an instructor to advertisers, we would 
also like to send each of the aforesaid ad- 
vertisers a copy of your issue containing 
this article. ill you kindly forward us 
200 copies at your earliest convenience ac- 
companied with bill? We will at the 
same time as sending out these copies ad- 
vise all our advertisers that they are sent 
with our compliments, and suggesting that 
it might be a profitable investment for 
them to have Printers’ Ink on their ad- 
vertising desks, 

Tue Recorp Pustisxinc Co., 
. F. Hanson, 
Advertising Manager. 


The issue of March I seems to have 
been a popular one. So much so that 
orders for extra copies have remained 
unfilled. | We always have the plates, 
however, and can print an extra edition 
of 500 copies or more for three dollars 
ahundred.—_[Zd, P. I. 

Baie 





ALTHOUGH it is only of late years 
that trade papers have become so im- 
portant a factor in journalism, the first 
one was started not long after the first 
regular printed newspaper was estab- 
lished. It was called the Mercurius 
Librarius, and was issued in the inter- 
ests of the bookbinders’ trade. The 
initial number bore the date 1648. The 
publisher, to show that he really de- 
sired to benefit the trade, announced 
‘* that he will expect but sixpence for 
inserting any trade advertisement, un- 
less it be excessively long,” 

AN English advertiser utilized the 
circumstance of a royal visit to his 
town to print the following card: 
‘* Visit of the Prince and Princess of 
Wales. If you are desirous of giving 
their Royal Highnesses a warm re- 
ception, order the Bective coal at 10s. 
per ton.” 





THE custom of printing a paper in 
red, white and blue on the Fourth of 
July, or in green on St. Patrick’s Day, 
is not altogether a recent idea, In 
England, on the occasion of Her Maj- 
esty’s coronation, the Sw newspaper 
was printed in gold, 
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THE railroad companies are adver- 
tising very largely this year, hoping 
thereby to increase their World’s Fair 
traffic. The Northern Pacific R. R. 
Co, is advertising extensively in Eng- 
land, France and Germany, still with 
the Columbian Exposition in view. 
The C, H. and D. R. R. Co., of Cin- 
cinnati, has had a brilliant inspiration, 
issuing as a passenger influence, a 
cook book. This cook book advertise- 
ment is sent free to applicants. 





James McCuTCHEON & Co., 64 W. 
23d street, New York, have an at- 
tractive way of advertising their table 
linen. They have issued circulars on 
which are printed in miniature impres- 
sions of recent patterns in table cloths. 
The designs, when presented in this 
way, attract attention which they might 
not when seen in their original form. 
They are also used in newspaper ad- 
vertisements. 

IN the article on reaching the bar- 
bers’ trade, on page 257 of the present 
volume of PRINTERS’ INK, mention 
was omitted of a monthly paper de- 
voted to this interest in Philadelphia, 


Advertising Novelties. 


From M. de la Fere & Co., 919 
Guaranty Loan, Minneapolis, Minn, : tws 
postal cards, the printing on which is contin- 
ued from one to the other so that it can only 
be read by piecingthem together, They are 
sent through the mails separately, one in 
advance of the other. 


From the New York Recorder: A 
toy hatchet sent toadvertisers on Washington's 
Birthday. A tag accompanying it bore the 
statement that the Recorder ‘seeks to emu- 
late the father of ourcountry in its circulation 
statements.”’ Another novelty from the same 
source is a postal card made of cork. It bore 
the punning announcement that the paper's 
anniversary number was a ** corker.”’ 


From William Thomson, 107 World 
Building, New York: A card with a straw 
attached, and the motto: “* Straws show 
which way the wind blows, This one shows 
the tend of my ideas towards striking combi- 
nations.”” Mr, Thomson calls himself a “‘ snap- 
per-up of unconsidered trifles.”” 

From William C, Johnston & Co., 
Pittsburgh, Pa.: A desk blotter cut and col- 
ored to resemble a bottie of writing fluid. 





A Sunday paper tells how Neal 
Dow and a Bradbury met at Augusta, 
and one of them was eighty-nine and the 
other was ninety-one, and they told each 
other so, and then it adds—** Then these two 
lively old gentlemen each scampered off in 
opposite directions.’”” They must be remark- 
ably lively old gentlemen, &. if each of them 
scampered in opposite directions that would 
leave them going in four directions,—Soston 
Transcript. 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 

Lonpon, February 22, 1893. 

One often wonders at the anomalies 
of advertising. For instance : Consid- 
ering the intelligence, enterprise and 
resources which are applied to this 
pursuit, it is curious that there is 
hardly any branch of commerce so 
disorganized. No doubt mutual jeal- 
ousy assists this disorganization ; but 
it isso important a matter, and the ben- 
efits which leading advertisers might 
obtain by concerted action are so obvi- 
ous, that it is little short of marvellous 
that no organized advertisers’ associa- 
tion exists. Some of the advantages 
of co-operation unquestionably attach 
to the judicious employment of adver- 
tising agents, by firms using much 
newspaper space. But there are a 
great number of evils attached to ad- 
vertising which might be obviated by a 
decently good understanding among 
advertisers themselves. For example, 
gross elasticity of rates—which means 
neither more nor less than the over- 
charging of some parties—would be 
avoided, if advertisers had some or- 
ganized means of inter-communication, 
or if even they had some recognized 
time and place of meeting. The sim- 
ple institution of an advertisers’ dinner 
once a morth in some hotel would do a 
very great deal, with no further elabo- 
ration at all; and I can think of few 
social occasions in commercial life 
which would be more enjoyable. By a 
more fully organized association, the 
circulation liar could be beaten out of 
newspaper life for ever, and the uni- 
versal proving up of circulation would 
be readily forced (if need be) upon the 
newspaper world, doing no harm 
whatever to honest publishers, and in- 
juring nobody but people who live by 
fraud. 

* * + * 

There is no real objection among 
newspaper men to publish circulations, 
except the old, wretched argument of 
the lying match. An association would 
make successful lying an impossibility, 
and proved circulation would become 
the rule. It could be so in a week, if 
only a couple of dozen—no more—of 
first-class advertisers could be got to- 
gether in one room and brought to a 
single mind. Let twelve such men 
issue a manifesto over their signatures, 
engaging to advertise in no periodical 
which did not prove its circulation to 
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the satisfaction of a chartered account- 
ant then and there appointed, and the 
‘“*trick” is done. Unjust rates, with- 
out either imposing an unfair tyranny 
on publishers, or giving away too 
much information on the private busi- 
ness of advertisers, could be snuffed 
out in the same way, or even easier, 
The mere dinner which I have sug- 
gested above would be enough for 
that. May it be speedily arranged, 
and may I, though I claim no more 
than to be an interested onlooker of 
advertising, be there to help eat it. 

* * * * * 


We need some such arrangement 
all the more here as that we have no 
advertising Bradstreet, like the Ameri- 
can Newspaper Directory. It would 
be worth many pounds a year to many 
people to have such a thing. A year- 
book is published by each of six or 
seven advertising bureaus, of which 
one (Mitchell’s Newspaper Press Di- 
rectory) has been published near on 
half a century, and is a trustworthy 
work of reference, both among adver- 
tisers and in the newspaper trade. The 
defect in all these year-books is that 
they make no attempt at independent 
criticism, but quote whatever descrip- 
tions are given by the publishers of 
newspapers. Only one makes a syste- 
matic attempt to say anything of circu- 
lations, and its statements are obviously 
‘* inspired.” Where the publishers of 
a newspaper make a secret of the cir- 
culation, no attempt is made to rate 
the paper independently. Mitchell’s 
book is noted for its careful statistical 
information on trade in Australia and 
British possessions abroad, and for its 
annual summary (by an expert) of news- 
paper law. 

* » * * * 
? Twocurious advertisements from the 
Belfast Evening Telegraph are ap- 
pended : 


ANTED, 5,000 highly respectable 
Young men atthe Ulster Hall next 
Saturday Evening, at Seven o'clock sharp. 


ANTED, 5,000 good-looking young 

Ladies at the Ulster Hall next Satur- 
day Evening, January 21st, at Seven o’clock 
sharp. 











I don’t know, and have not been 
able to ascertain, what this applies to, 
but it has been suggested that the ads 
may have been inserted in the local 
agony column by the projectors of a 
**scratch” dancing party. The idea, 
in that, case, is certainly ingenious. 
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By the time these lines are in print 
there will have been published from 
the room which I occupy at 45 Hol- 
born Viaduct, ‘‘ The Smallest Monthly 
Journal in the World.” A British 
post card measures a shade over four 
inches and three-quarters by a shade 
under three inches, and, as it only ad- 
mits of being printed upon one side, I 
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The terse arrangement of ads has been 


commended. 
* * 


* * * 


That curious periodical, the Satur- 
day Review, which is noted for its ill- 
natured book criticisms, and its ran- 
corous hatred of every free institution 
in politics, came out last week with an 
essay on ‘‘ Hideous Advertisements.” 
I fully agree 
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Nor) THE POSTCARD. [Mz., 1893 
ete The Smallest Monthly Journal in the World. a 
a Published at 4s, Holborn Via inne 





,... ABOUT OURSELVES. 
Not room for much: come to stay. 
idea, arent we? Illustrated 


Story will Wonder 
how? Subscribe and see! Six stamps, 
ase, for a year’s co Will you 


show us to your frien 


| & TRAGEDY IN 33, WORDS. 








Chaffed cruel. 


Oh, iachy it is that the world ne'er knows 
The silent but awful remark 
That over the deaf mute’s fingers flows 








, PUZZLES. ‘ 
An illustrated story-book, “At High 
Tide,” in beautiful coloured wrapper, 
to every reader who correctly answers 
1.— My first is in river but not in sea, 
My second in coffee but not in tea, 
My third is in sugar but not in milk, 
fourth is in linen but not in silk, 
in your garden from lovely 


loom 

And dainty petal sheds sweet perfume. 

a following letters form a famous 
wThe - de oad f 


Eb ro oottn tis ath tquet hen i os, 
ocean, the organ of sense which 
its roar assails, and the faculty which 
depicts it, form a Square Word. 


“any two. 





Postcard,” from standard writer. 
1 cash for best humorous drawing— 
@ joke without words. 
's cash for best poe writing, £1 cash 
t wr both under rs. a 
A box of the best baby soap in the 
world—Eeckelaers’ BabySoap—to every 
baby born this month whose mother 
subscribes to ‘* The Postcard,” and will 
send baby’s name and address. 





The difference between a country 
cemetery and the chief ingredient ina 
salad dressing is just this: that one is 
hallowed soil and the other is—ahem !— 





| one 


with the pro- 
tests raised 
against defac- 
ing rocks, 
mountain sides 
and other scen- 
ery, but to talk 
(as the Satur- 
day Review 
does) about a 
blank wall be- 
ing a more 
sightly object 
than when cov- 
ered with poste 
ers is, as any 
may see 
who will com- 
pare the two, 
to talk non- 
sense. And 
why is all the 
opprobrium 
about show- 
boards in fields 
through which 
railways run 
directed at the 
advertiser who 





























When he steps on a tack in the dark. | ‘salad hoil. uses them, and 
PAIN KILLER | CARTER’S LITTLE} ‘ none of it at 
Get a Bottle today of} LIVER PILLS io the farmer who 
PERRY DAVIS'S | Small lets out the 
PAIN KILLER. | Pill BEAUTIFUL TEETH |= space for this 
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seat of Pain. Cures | Dose of that delicate aromatic | OPJECt r. 
Colds, Coughs, Hiced- Small tooth-wash, Fragrant | Ruskin would 
in the Stomach, Cohe, | Price ate SOZODONT probably _ tell 
Diarrhoea,Cholera,&c. | Forty in a Viat h h 
Sold by all ists | Sugar Coated which will speedily arrest us that when 
at Lijand 2/9. Avoid) Purely Vegetable | the a progress ay a railway is 
misleading names. Se Tes id Liver | impart a delightful fra- once allowed 
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FAc-SIMILE OF ENTIRE 


think we have made a record in size in 
getting out a periodical with an intro- 
ductory address, illustrated story, 
jokes, puzzles, prize competitions and 
advertisements, all in the small space 
which you see in the accompanying 
reproduction. It will be conducted 
just like any journal, and the subscrip- 
tion is the cost of the postage only. 





country, no 
amount of 
wayside advertising can appreciably 
detract further from the beauty of the 
scenery, and there is a good deal of 
reason in what he says, mostly. 
* * * x 

The French paper, the Petit Journai, is 
the mother of all the half-penny newspapers 
in the world. Its daily circulation is at pres- 


ent close on one and a quarter million copies, 
and this circulation is genuine without the 


PAPER. 
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support of affidavits. Any one interested 
might drop in at any time and see this won- 
derful little paper brought out. To under- 
stand the miracle, a have only to glance at 
the “* morning rolls” of re delivered on 
the railway drays to satisfy the voracious ap- 
petite of the machines ; then in the afternoon 
to see the /ourxna/’s own delivery vans at the 
railway termini, full of huge sacks containing 
the publication. 

It is the Essonne paper mill, which turns 
out 40,000 tons of paper annually, that sup- 
plies the Petit Journal. The latter is printed 
on wood pulp paper, the raw material, the fir, 
being brought from Norway and Austria to 
Rouen, and thence by barge to the mills, 
where the wood is split, chopped into morsels, 
and turned out pulp and paper. 

The Petit Journal consumes in a twelve- 
month 120,000 fir trees, each having an esti- 
mated height of sixty-six feet, equal to the 
annual clearing of a forest having an area of 
25,000 acres, 

So says Cassell’s Saturday Journal, 
and the facts are as stated. 

* * * * * 


Mr. G. F. Fulford is in England, 
and a start has just been made with 
‘“* Dr, Williams’ Pink Pills for Pale 
People,” which are being advertised 
very boldly and extensively by means 
of large reading notices in news type, 
in country papers, C. Mitchell & Co. 
(who were favorably mentioned by Mr. 
Brent Good in PRINTERS’ INK lately) 
giving out the advertising. This is 
the first time a medicine of this par- 
ticular kind has been tried in England, 
and though reading notices have been 
used by other houses (such as by Mr. 
Packard, for Seigel’s Syrup), I have 
not seen the same thing done to the 
same extent in exactly thisform. The 
business is being worked with every 
appearance of an intention to create 
a permanent success, and I shall be 
interested to report how it answers. 
Mr. Fulford says that the Pink Pills 
have a larger sale than any other medi- 
cines in Canada, and that he intends to 
work up, if not by one kind of adver- 
tising, then by another, as good a trade 
in proportion to population here and 
in the colonies. He is a sound be- 
liever in the power of advertising, and 
a religious peruser and disciple of 
PRINTERS’ INK. He ought to suc- 
ceed, 
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THRENODY ON A LOST SHOE AD. 


Will you come back to me, Douglas, Douglas, 
In the old likeness that I knew? 

Next to the reading and top o’ the column 
Is kept for your face and your shoe, 


You may not be handsome, Douglas, Douglas, 
Not handsome, nor tender, nor true ; 
But it’s dollars, not beauty we're after, 
Dollars from that $3.00 shoe. 
F, R, Watt. 
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ADVERTISING AT THE INAUGU- 
RATIO 


By a Member of the Inaugural Com- 
mittee, 1893. 
WasuinctTon, D. C., March 7, 1893. 

Following closely upon each Presi- 
dential election, a non-partisan com- 
mittee of business and professional 
men at Washington takes charge of 
the unofficial and spectacular features 
of the approaching inauguration. These 
are chiefly two—a combined military 
and civic procession, wherein the 
newly-sworn President is drawn in 
state from the Capitol to the White 
House, and a mammoth ball, which 
the President and the ladies of his 
household habitually attend. 

To the procession, the District of 
Columbia furnishes a small contingent 
of militia, with a few political clubs 
and other civic organizations; the 
Government supplies a moderate force 
of regulars, marines, and sometimes 
blue jackets ; for the rest the committee 
relies upon the country at large. From 
30,000 to 40,000 of all kinds is a fair 
average number of processionists in 
these days, whereof one-fifth to one- 
fourth consists of the National Guard 
of Pennsylvania, which is mobilized at 
Washington ina body at the expense 
of the Commonwealth, as a part of its 
regular training and exercise. 

For the ball, the committee looks 
chiefly to inauguration visitors to the 
city, who come usually in the number 
of 200,000, more or less. A sale of 
10,000 ball tickets at five dollars each 
is counted upon, and the proceeds of 
these tickets, with an added few thou- 
sands derived from the sale of sundry 
privileges and a cheap-rate promenade 
concert or two in the decorated ball- 
room, pay the expenses of the commit- 
tee and may leave a small surplus, 
which is subsequently spent by the 
police in the relief of the poor. 

The whole expenditure directly con- 
nected with a Presidential inaugura- 
tion, such as that of General Harrison 
in 1889 or Mr. Cleveland in 1893, is 
calculated by a well-qualified actuary 
to amount to two and a quarter million 
dollars and upwards. This, of course, 
does not include the individual expen- 
ditures of the attendant throng of sight- 
seers. 

The paraders, the spectators and the 
ball-goers of an inauguration are drawn 
from all parts of the Union, and the 
advertising consequent upon the event 
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is as widely spread. Outside of Wash- 
ington, the inauguration advertising is 
done in newspapers and consists sub- 
stantially of railway announcements of 
excursion trains and rates, and electros 
of hotels at the Capitol. There is 
some local advertising by organi- 
zations intending to take part in 
the inauguration, and there are 
some railway hand-bills and posters ; 
but all these are comparatively insig- 
nificant. At Washington what would 
be the preferred and most expensive 
kind of advertising is prohibited ; that 
is, the handsome and costly pageantry 
afoot, on horseback and on wheels, 
that some of the monarchs in the ad- 
vertising world would gladly include in 
the procession, or attach to its heels, if 
the dignity of the occasion and the 
public sense of propriety did not for- 
bid. Divorced from the procession, 
shows of this kind would not pay amid 
the three days’ distraction of so many 
marching bands, political clubs and 
military companies; nor would the 
municipal authorities grant them the 
privilege of the overburdened streets 
at such atime. During the recent in- 
auguration week some half a dozen 
open barouches were quietly and singly 
driven about town, each tenanted by a 
fantastically dressed and much _ be- 
painted beauty; but the connection 
between the attire of the lady and the 
article intended to be advertised by it 
did not sufficiently impress itself upon 
the mass of unreflective sight-seers and 
pleasure-seekers to make the experi- 
ment profitable, and the authorities 
would not have permitted a more dem- 
onstrative exhibition. 

The Hygienic Ice Co. distributed 
tickets purporting to be admissions to 
the grand stand : 


THIS TICKET ENTITLES THE HOLDER 
ONE.’.GRAND...STAND 
AT OR NEAR THE CURBSTONE, 


Along Pennsylvania Avenue, between the Capi- 
tol and the White House, 


Saturday, March 4, 1893, 


Where, if he be tall enough, he can see the Sec- 
ond Inaugural Procession of Grover Cleveland. 


DON’T TURN THIS OVER. 











On the reverse of the pasteboard 
was the card of the ice company. 

The fight between the Admiral and 
Old Dominion cigarettes was a most 
noticeable feature of the inauguration, 
owing to the bold advertising done in 


the interests of each. Posters and big 
spaces in the local papers were the fa- 
vorite means, One of the hits made 
by the Old Dominion people was the 
distribution of small flags with the 
name of the cigarette printed trans- 
versely across them. Boys, equipped 
with these flags, formed themselves in 
squads and marched along the princi- 
pal streets. 

But the newspapers were the favorite 
mediums for advertising to reach the 
big crowd attendant at the celebration. 
One of the first things a man in a 
strange city does is to look up the local 
paper. Many of the local as well as 
general advertisers tried to give their 
announcements a turn peculiarly appro- 
priate to the occasion. A clothing 
dealer, for example, offered to give for 
$25 a ‘‘dress suit” and a ticket to the 
inaugural ball, the regular price of the 
latter being $5. No doubt this lump 
offer found many takers among the vis- 
itors who had left their evening dress 
at home, yet were desirous of seeing 
the sights of the great ball. 

By means of newsboys and hotel 
stands the Washington newspapers are 
brought under the eyes and put into 
the hands of all inauguration visitors. 
Tothe newspapers, therefore, the adver- 
tisers of inauguration commodities turn, 
and they turn almost entirely from 
every other form of advertisement. The 
newspapers use illustrations profusely, 
and for the space of four or five days 
in succession they bring out huge 
editions of double and treble sized 
issues, whereof much of the text and 
plate work has been weeks in prepara- 
tion. These issues so completely cover 
the field of all that a visitor seeks or 
cares to know about either the inaugur- 
ation or the city, that the inaugural 
guides, programmes and souvenirs, 
that once sold well and carried good 
lines of local advertising, have been 
swept almost out of existence. 

Stands and windows along the route 
of the procession are advertised by 
newspaper as well as by spot poster. 
For a month or more before Inaugura- 
tion Day a special column headed 
‘* INAUGURATION ” is given a promi- 
nent position each day, and short ad- 
vertisements relating to the coming 
event are classified for it. 

2 

THE column of births, marriages 
and deaths is estimated to bring the 
London 7Zimes a yearly income of 


£8,070, 


TT 
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RESULTS TELL THE STORY. 


Fett & Tarrant Merc, Co., } 
Cuicaco, March 4, 1893. 


Editor of Printers’ Ink: 


We enclose ro cents for a copy of PRINTERS’ 
Ink, January 25th, in which our little ad ap- 
peared. Though the copy sent for that ad 
was unsuited for Printers’ Ink, it has made 
over $125.00 of direct sales already, and we 
want to look at it =, 

D. E, Fett, President, 





> 


Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra Jor specified position—if granted. 


Must be handed in one week in advance, 
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THE ALBANY, N. Y., 


TIMES-UNION 


38th Year. Every Evening except Sunday. 


To THE PUBLIC: 

The Albany Press and Knickerbocker and Sunday Press continue yi 
that they have “a larger circulation than any other daily published in Albany.” 
Here is our answer to the false statement: 


$5,000 OFFER. 


THE TIMES-UNION will distribute Five Thousand Dollars 
among the charitable institutions of Albany if its daily circula- 
tion and sale and its daily issue to subscribers is not MORE 
THAN DOUBLE that of “The Daily Press and Knickerbocker 
or “The Sunday Press.*> Advertisers may name the judges; our 
books, press-rooms, etc., are at their disposal. The * Circulation 
Liar®? of **The Albany Press and Knickerbocker and Sunday 
Press®? should not hesitate to accept this offer, as he has nothing 
to lose, 


THE POPULAR HOME NEWSPAPERS. 


HE WEEKLY TIMES, (Published Every Thursday.) Our papers have United 
and Associated Press Despatches and Specials. All the General News, Financial and 
Commercial, Markets, etc., etc. Advertising Rates and Sample Copies free to any one 


desiring them. 
JOHN H. FARRELL, Editor and Proprietor. 
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SeeeeSVSSSSSSSSSSSSVSSSSsesetsp 
WE HAVE TAKEN IN TRADE 


A SECOND-HAND 8-PAGED WEB PRESS, 





6 or 7 Columns; 22 in. Page. 


Will run r hour. Has four form rollers to each Cylinder, 


and is arama apted to high grade news work. 
Thoroughly overhauled and may be seen in operation at our Brooklyn 


Will be sold at an exceedingly low figure. 
CAMPBELL PRINTING PRESS AND MFG. CO $ 





NEW YORK ano CHICAGO 


é 
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DODD'S ADVERTISING-AGENGY, Boston 


2665 Washington Street. 





We only stipulate, in requests for estimate, that World 
our figures shall not be quoted or used in any way in 
placing business through other channels. 

Giving our time we ask for good faith from the 
advertiser. 

Advertisements specially prepared for our clients, 


SEND FOR ESTIMATE. 


RELIABLE DEALING. — Low Estimates. - CAREFUL SERVICE. 











































It is the now-you-see-it-and-now-you-ion't feature that ren- 
ders the chase after cash so tantalizingly uncertain. 


The everlasting evasiveness for which the primitive penny 
was peculiar clings to the mighty dollar of to-day, and 
baffles those who are searching for the good things of life. 


The cash dollars which Twelve Hundred Thousand Sattty 
wide-awake families—scattered throughout the Union— 
expend for the necessities and luxuries of home-life, speed- 
ily find their way into the kets of reliable merchants, 
manufacturers, and spec its who advertise in Comfort. 


The largest ranteed circulation in rr Facts and 
figures under oath. Comfort’s original co yrighted features 
are — ome F its circulation to Two Million Copies 
ever e ted amount of space in Special March 
number may be had of responsible agents or of us direct. 

bag Gannett & Morse Concern, Publishe: Pay oa Boston Office, 

Devonshire St. New York Office, 
HENRY BRIGHT, Kepresentative. 
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Remington’s County Seat Lists. ! 
The cream of the Country papers. | 


REMINGTON BROS.—New York—Pittsburgh, 











THE TOLEDO BLADE 


TOLEDO, OxIO. 


er 
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C 

= 
DAILY CIRCU LATION, ~ - - 19,200 s 
WEEKLY CIRCULATION, - «= 117,000 : 
The largest daily circulation of any newspaper in Ohio, 5 t 

outside of Cleveland or Cincinnati. 5 

The largest circulation of any Weekly-to-a-Daily published ¢ 

in the United States. c 

For advertising rates in either edition, address = 
THE BLADE, Toledo, Ohio. ¢ 


1W0000000000000000 


IOI IA IN PIII IIIT 























SATISFACTORY. 








Founded on solid merit, backed by ample capital and 
conducted with honest enterprise, 


ALLENS LISTS 


have achieved a. reputation national in breadth and un- 
assailable in character. ‘That they are satisfactory to | 
advertisers is evinced by the constant patronage which 
freely flows to them, month after month and year after 
year. 

They will do you good. Try them and make a com- 
parison of results. 


FORMS CLOSE ON THE 18th, 


E. C. ALLEN & CO., Prop’s, Augusta, Me. 
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ARE WE “IN IT” 
IN NEW YORK? 














OUR LINES ARE: 





Sixth Avenue, - - 100 Cars. 
Third Avenue, - - i 
125th Street Cable, . 50 “ 


Broadway and Bleecker Street, 40 “ 
Eighth Street (Crosstown), —_— = 
Central Crosstown, Christopher 

to 23d Street Ferries, via 

Union Sq. and 14th Street, 71 “ 


Comprising the cream of New York’s Street Car Lines. 
Passengers carried—7,000,000 monthly. 


RaTEs—2c. per day on Sixth Avenue and 125th Street Cable; 
others, 1c. per day. 


SERVICE APPROACHED BY NONE. 


ww Bhi i i ti i el 


CARLETON & KISSAM, 


198 & 199 Times Building, New York; 50 Bromfield Street, Boston; 
also Chicago, Cincinnati, Minneapolis, etc. 











7,000 Full Time Cars. | 120 Miles of Space. 
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Circulation, 136,140. 





,% 
v 
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It was the largest paper ever published 
in New York City. 


or 


It contained the largest amount S @ 
= Advertising ever published in New York 
ie aty. 


Cut in strips one inch wide it wont 


GED) 


move than veach around the Earth at 


ROAR, 
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> the Equator. 
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: The Recorder's 
5 SECOND ANNIVERSARY ISSUE, 


Feb. 20, 1893. 
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Miscellanies. 








Puck’s ILLUSTRATED ADVERTISE- 
MENTS. 
** Sixteen Men Wanted at Once!”’ 


Editor—Yes, I'd like to sell you my 


tranger—I’d like to buy it, sir, but I don’t 
know how to manage one. 
Editor—That doesn’t matter. Your sub- 
scribers will tell you all about that.—Z.r, 


‘* Going to start a paper, I hear.” 

“Yes. Smith’s going to furnish the money 
and I’m going to furnish the brains,”’ 

(A month later.) 

** How is that paper of yours getting on?” 

‘*Suspended last week.’ 

* Run out of money?” 

*“*No. Run out of brains.”—ABuffalo Exe 
press. 


Hitting Him Back.—Editor Cross 
Roads Chronicle: We don’t pay for poetry. 

Poet—I’m glad to hear it; for if you do, 
you have been getting cheated outrageously. 

An Eye to Business.—Two news- 
boys in the gallery witness a performance of 
Hamlet.” In the last scenes, after Ham'et 
has killed Laertes and the King, and the 
Queen has died of poison, and Hamlet of a 
poisoned wound, one of the newsboys ex- 

imed: “Golly, Jim, what a time that 
must have been for extras!""— Fx. 


A Triumph.—Editor: Well? 

Spaceryt—Have you got time to look at a 
manuscript ? 

ss 

“ Shall I leave it?” 

“ oe,” 

a Are you full of good stuff 2?” 

“ “2 ” 

3 - i your busy day ? 

“ Pleasant afternoon, isn’t it 2?” 

“ N 7 

“ Shall I shut the door as I go out ?”” 

“No,” 
“ Have you got a corkscrew about you ?” 


“What is that MS, about, anyway? Let's 
have a lonk at it.”"—Brooklyn Life. 
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RULES TO GOVERN DISPLAY COMPO- 
SITION. 


From the American Art and Printer. 


There is a sentiment that seems to be gain- 
ing in force that this passion for excessive 
display should be limited, and advertisements 
restrained by a certain size of type and a mod- 
erate amount of blank space. The custom so 
prevalent of grantingalmost any liberty in the 
use of type and space that the advertiser is 
willing to pay for originated with the count 
press ; but the license has crept into nearly all 
the great dailies in the large cities and towns. 
Occasionally it has happened that the leading 
dailies of the metropolis have printed adver- 
tisements that sprawled over the square, made 
by cutting the rule and merging the space be- 
tween two columns into one. But this bold 
show has greatly damaged the appearance of 
the paper on both sides of the sheet, and is not 
so much in vogue as formerly. In some in- 
stances country journals were little else than 
posters, with news items and editorials scat- 
tered over the other side of the page. To the 
general reading public such vulgar display is 
objectionable, for it necessarily crowds out 
either good reading-matter or at least other 
smaller and less bawdy-looking advertisements. 
Even to the advertiser a restraint is an advan- 
tage, because if the publisher has no rule or 
limit as to the size and setting of type, the 
spirit of competition would run riot until sub- 
scribers would abandon the paper in disgust, 
and finally, in consequence, it would become 
valueless as an advertising medium—like a fer- 
tile garden choked with overgrown weeds 
which eventually kill the fructiferous products, 

Every newspaper should regulate this mat- 
ter, and the rules established strictly adhered 
to would result in general satisfaction to all 
parties concerned. 
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INTERVIEWING IN ENGLAND. 
From an English Paper. 

Interviewing has not yet come to mean the 
same thing in England which it means, and 
which it has long meant, in the States, though 
there are eminent hands among us who appear 
willing, in this matter, to tread hard on the 
heels of our American cousins. 

In England, as yet, the rule—to which there 
are already exceptions—is courtesy. If you 
are unwilling to be interviewed your unwilling- 
ness is respected. 

ave you not.ced how the ordinary inter- 
view, as it is known in England, is apt to read 
very much as if it were a catalogue of furni- 
ture? Some of the interviews—and some of 
those, too, which seem to be the most widely 
appreciated—are practically nothing else. 

The interviewer in these cases appears to 
have interviewed the house, not its owner. 
He tells you what is in the hall, up the stairs, 
on the landings, in all the rooms, the kitchens 
and the servants’ bed-rooms, If the house is 
in the country he describes the stables and the 
dairy, the pigs and the poultry. 

The interviewer ake, for all the world, 
have been a broker man taking an inventory. 
This sort of interview reads like nothing so 
much as some of the advertisements of old 
George Robins. 








Carl Pretzel’s Philosophy.—‘‘ Dhere 
vas two obchecks dot got no abbreciations for 
adwice, der printer und der mule.” —7he Na- 
tional Weekly, 
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